Introduction {#Sec1}
============

The coronavirus disease 2019 (COVID-19) pandemic will have large effects on key stakeholders in the publishing industry. Given that physical bookstores may be forced to close temporarily and that consumers may not want to travel to such brick-and-mortar stores because of health concerns, the demand for online book shopping will expectedly rise quickly in the short term. There is therefore an urgent need for publishers and booksellers to develop and reinforce their presence online. These stakeholders also need to develop effective marketing strategies aiming at promoting consumer purchase behavior and understanding consumer motivations for online book shopping is a prerequisite.

Despite the proliferation of online booksellers, there are only limited number of studies examining factors affecting consumer online book purchase. A notable study conducted by Laing and Royle \[[@CR1]\] reveals that good prices, product range, convenience and speed delivery are major qualities of consumer experience associated with online book shopping. Hsiao \[[@CR2]\] reports that consumers purchase book online to save travel time and cost. Nguyen et al. \[[@CR3]\] assert that online shoppers pay attention to the following key attributes of online bookstores: website design, merchandise, order fulfillment, communication, promotion, security and privacy. However, none of these studies has explicitly investigated consumer motivations for purchasing books online. Motivations refer to "the inner reasons or driving forces behind human actions that drive consumers to address real needs" \[[@CR4]\]. Motivations for shopping online include utilitarian and hedonic ones \[[@CR5]\]. Simply put, utilitarian motivation is concerned with expectations and consequences \[[@CR6]\], while hedonic motivation is related to shopping enjoyment \[[@CR7]\]. Accordingly, consumers may be motivated to engage in online shopping because of its usefulness and excitement.

Situational factors, which comprise "all factors that do not relate to the decision-maker as individual (e.g., personality and physical characteristics) or to the decision alternatives" \[[@CR8]\], play an essential role in shaping and strengthening online buying motivations \[[@CR9]\]. Such factors can either trigger or reduce the frequency of online shopping \[[@CR9]\]. Nevertheless, research into situational influences on online book purchasing is scarce. Notably, the COVID-19 pandemic appears to be an important situational factor influencing consumer behavior toward online book shopping. Hence, timely research should be done to investigate this matter.

This study aims to contribute to the extant literature by investigating the impact of the COVID-19 pandemic situation and consumers' motivations on their intentions to buy books online. It also focuses on Vietnam which represents a potential market opportunity for online retailers including e-bookstores \[[@CR3], [@CR10], [@CR11]\]. Despite the current dominance of brick-and-mortar bookstores, online bookselling is rising in Vietnam. Since the start of the COVID-19 outbreak, major online booksellers such as fahasa.com, vinabook.com and bookbuy.vn have sought to attract more customers to their sites. For instance, fahasa.com has introduced special combos and collections such as "Reading with your kids during the COVID-19 outbreak". It has also offered FAHASA deals, flash sale and discounts for payment using VISA card. The findings of this study will extend current knowledge about online book shopping in emerging markets like Vietnam, and also provide marketing implications for publishers and online booksellers operating in this market.

The rest of the paper is structured as follows. The next section presents a description of the methodology including measures, data collection and sample. Thereafter, data analysis including descriptive statistics, exploratory factor analysis and multiple regression is provided. This is followed by a detailed discussion of the findings and their implications. Finally, future research directions are presented.

Methods {#Sec2}
=======

Measures {#Sec3}
--------

The majority of the items measuring the variables examined in this study were selected and adapted from prior literature. These measurement scales, originally in English, were translated into Vietnamese using back-translation technique \[[@CR12]\]. Four items measuring utilitarian motivation and another four items operationalizing hedonic motivation were adopted from Jahn and Kunz \[[@CR13]\]. To measure consumer intention to buy books online, three items were adapted from Nguyen et al. \[[@CR11]\] and San Martín and Herrero \[[@CR14]\]. Situational influences of the COVID-19 were measured with five items developed by the researchers. All the items were measured by a seven-point Likert scale, anchored by (1) "Strongly disagree" and (7) "Strongly agree". Twenty consumers were invited to participate in a pilot test to confirm the clarity and meanings of the items.

Data Collection and Sample {#Sec4}
==========================

Data were collected from consumers who were above 18 years old and who intended to buy book online in the near future using an online survey. Two screening questions were used to recruit eligible respondents. Non-probability snowball sampling was used for the online survey owing to the lack of an appropriate sampling frame \[[@CR15]\]. The researchers emailed the link to the online questionnaire, in Google form, to initial known respondents and request them to identify additional respondents. In the two weeks of data collection, a total of 275 completed surveys were returned.

Out of 275 respondents surveyed, 61.8 percent were female, and 38.2 percent were male. In terms of age, 37.5 percent were between 18 and 24 years old, 26.9 percent were between 25 and 34 years old, 21.1 percent were between 35 and 44 years old, and 14.5 were above 45 years old. In addition, 72.4 percent held college or university degree, 14.5 percent had graduate or above education, and 13.1 percent had high school or below education. Household income was classified into four groups: under 10,000,000 VND (27.6 percent), 10,000,000-under 20,000,000 VND (46.2 percent), 20,000,000-under 30,000,000 VND (17.1 percent), and 30,000,000 VND or above (9.1 percent).

Data Analysis {#Sec5}
=============

Descriptive Statistics and Reliability Analysis {#Sec6}
-----------------------------------------------

Results of descriptive statistics and reliability analysis are illustrated in Table [1](#Tab1){ref-type="table"}. The final scores of the variables were produced by calculating the average across the individual scores. Among the four variables, situational influences had the highest mean score (M = 5.63, SD = 0.81). Notably, consumers strongly indicate their concerns about health risks associated with visiting brick-and-mortar bookstores (M = 6.03, SD = 0.98). Interestingly, they also strongly believe that online shopping has become a trend during the COVID-19 pandemic (M = 5.81, SD = 1.24).Table 1Variables, items and propertiesVariables and itemsMeanSD*Situational influences (α* = *0.764)*5.630.81SIT1. Many physical bookstores close during the COVID-19 pandemic5.431.18SIT2. There are significant health risks associated with visiting physical bookstores during the COVID-19 pandemic6.030.98SIT3. Online bookstores extend their product portfolio during the COVID-19 pandemic5.431.11SIT 4. Online bookstores offer more sales promotions during the COVID-19 pandemic5.441.13SIT5. Online shopping is a trend during the COVID-19 pandemic5.811.24*Utilitarian motivation (α* = *0.851)*5.231.04UTI1. Online book shopping is helpful5.301.26UTI2. Online book shopping is useful5.271.17UTI3. Online book shopping is functional5.221.37UTI4. Online book shopping is practical5.171.17*Hedonic motivation (α* = *0.789)*5.201.01HED1. Online book shopping is fun4.931.29HED2. Online book shopping is exciting5.951.19HED3. Online book shopping is pleasant4.641.36HED4. Online book shopping is entertaining5.291.28*Online purchase intention (α* = *0.790)*5.241.08OPI1. I will probably buy books online in the near future5.401.38OPI2. I intend to buy books online shortly5.391.23OPI3. I am decided to buy books online in my next purchase4.951.25Note: α Cronbach's Alpha; SD Standard deviationTable 2Results of exploratory factor analysisItemsFactor 1Factor 2Factor 3SIT10.514SIT20.511SIT30.557SIT40.814SIT50.768UTI10.859UTI20.678UTI30.763UTI40.622HED10.717HED20.529HED30.689HED40.845

Reliability analysis was conducted using Cronbach's alpha. As shown in Table [1](#Tab1){ref-type="table"}, Cronbach's alpha values ranged from 0.764 (situational influences) to 0.851 (utilitarian motivation), which were higher than the threshold of 0.7 recommended by Hair et al. \[[@CR16]\]. In addition, corrected item-to-total correlations were all greater than the suggested value of 0.5. It is therefore reasonable to conclude that, the measures in this study had high internal consistency of reliability \[[@CR16], [@CR17]\].

Exploratory Factor Analysis {#Sec7}
---------------------------

An exploratory factor analysis (EFA) using Principal axis factoring with Promax rotation was implemented for the items measuring the three predictors: situational influences, utilitarian motivation and hedonic motivation. The results revealed that the Kaiser--Meyer--Olkin value was 0.838 and the Bartlett's Test was significant at the 0.001 level, indicating that the data were valid for EFA. As expected, three factors were extracted, and they accounted for around 50% of the total variance explained. As illustrated in Table [2](#Tab2){ref-type="table"}, all factors loadings were above 0.5.

Bivariate Correlation and Multiple Regression Analysis {#Sec8}
------------------------------------------------------

Bivariate correlation analysis was performed to examine the association between the variables. As shown in Table [3](#Tab3){ref-type="table"}, intention to purchase books online is positively associated with personal influences (r = 0.474, *p* \< 0.01), utilitarian motivation (r = 0.620, *p* \< 0.01) and hedonic motivation (r = 0.290, *p* \< 0.01).Table 3Results of bivariate correlations and multiple regressionVariablesCorrelation with online purchase intentionMultiple regressionBβOnline purchase intention Situational influences0.474^\*\*^0.1940.146^\*^ Utilitarian motivation0.620^\*\*^0.5290.507^\*\*\*^ Hedonic motivation0.290^\*\*^0.0760.070^ ns^Note: ^\*^*p* \< 0.05; ^\*\*^*p* \< 0.01; ^\*\*\*^*p* \< 0.001; *ns* nonsignificant

Multiple regression analysis was conducted to examine the influences of the three predictors on consumer intention toward online book shopping. Regression assumptions were checked using boxplots, scatterplots, Mahalanobis distance, tolerance value and variance inflation factor \[[@CR16], [@CR18]\]. Results showed that the assumptions of linearity and homoscedasticity were met, and multivariate outliers and multicollinearity were not of concern.

The multiple regression analysis revealed that situational influence (β = 0.146, *p* \< 0.05) and utilitarian motivation (β = 0.507, *p* \< 0.001) had a positive and significant impact on consumer intention to purchase books online. The impact of hedonic motivation on online purchase intention was positive but nonsignificant (β = 0.070, *p* \> 0.05). In combination, the three predictors (i.e. situational influences, utilitarian motivation and hedonic motivation) explained a significant 40.4 per cent of the variation in online purchase intention, R^2^ = 0.404, F(3,274) = 61.188, *p* \< 0.001. Among the predictors, the standardized regression coefficients demonstrated that utilitarian motivation (β = 0.507) exerted the strongest effect on online purchase intention, followed by situational influences (β = 0.146) and hedonic motivation (β = 0.070), respectively.

Discussion and Implications {#Sec9}
===========================

Research on the factors affecting online book shopping has been scarce. This study is among the first of its kinds that has investigated the effects of the COVID-19 pandemic on consumer intention to purchase books online by conceptualizing such effects as situational influences. Furthermore, it has examined the role of utilitarian and hedonic motivations in predicting consumer intention toward online book shopping. This study also enriches the literature relating to online shopping and book purchasing behavior in emerging market economies by focusing on Vietnam. It should be mentioned that this country is an important emerging economy in the Southeast Asia \[[@CR19], [@CR20]\] and represents a large market opportunity for both domestic and international booksellers \[[@CR3], [@CR21]\].

The findings reveal that the COVID-19 pandemic situation has a positive and significant impact on consumer intention to purchase books online. It should be noted that the influences of the COVID-19 outbreak involve the closure of physical bookstores, health risks associated with visiting such stores, online shopping trend, and additional marketing efforts from online bookstores during the pandemic. These factors altogether enhance consumer likelihood to buy books through online channels.

The findings also demonstrate that utilitarian motivation is the strongest predictor of consumer intention toward online book shopping. That is, consumers are motivated to buy books online because they believe that online book shopping is useful, functional, helpful and practical. Interestingly, the impact of hedonic motivation on online purchase intention is positive but insignificant. That is, hedonic motivation, as compared to utilitarian motivation and situational influence, is less important in predicting online purchase intention. A possible explanation is that the majority of consumers are worried about the COVID-19 pandemic situation. Hence, their online book shopping is less influenced by the positive emotions and pleasant sensations associated with such a behavior.

This study's findings have important practical implications for publishers and online booksellers. Given the significant impact of the COVID-19 pandemic situation on purchase intention, online booksellers should make every effort to extend their product portfolios on their websites as well as provide consumers with more sales promotions. For example, publishers and online bookstores can introduce special book collections for families and kids. Coupons, free shipping, flash deals and special discounts can be also offered. Additionally, communication programs highlighting that buying books online is free of health concerns related to the COVID-19 pandemic should be implemented. Such a message should be communicated to consumers via social media and websites.

Considering the important role of utilitarian motivation, online booksellers should try to improve the functionality, helpfulness and usefulness of their websites. In this regard, it is important to enhance the accessibility of the websites, ordering availability, different online payment methods, comment and search functions. Although hedonic motivation is less important in explaining purchase intention, it is still desirable for online bookstores to enhance consumers' enjoyment associated with their online shopping by providing them with novel interactive features and flexibility in navigation on the websites. Importantly, marketing communications should focus on highlighting both utilitarian and hedonic values of online book shopping.

Future Research Directions {#Sec10}
==========================

Future research studies can extend and improve the current study in several ways. The final sample in this study may be biased owing to the use of snowball sampling. Future studies can address this limitation by using probability techniques such as simple random sampling. It would be also desirable to collect data from a bigger sample size so as to increase the generalization of the study's findings. Furthermore, future research can extend this study by including more potential determinants of consumer intention toward online book shopping such as personal and cultural values. Finally, longitudinal study can be conducted to assess potential changes in consumer motivations and purchase intention associated with online book shopping in different points in time during the pandemic.
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